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Since it came out in 2011, WeChat, as a mobile instant messaging application, has been 
surprisingly popular among middle-aged citizens in urban China. Few social medium in 
China before had shown more penetration in this specific group. Unlike the Net-generation 
born in 1980s and 1990s, many middle-aged citizens in China had never embraced social 
media like QQ and MicroBlog until they signed up for WeChat. The popularity of WeChat 
among Chinese middle-aged citizens can be seen as a phenomenon of the diffusion of 
innovations. In order to provide a profound understanding, based on perceived needs theory 
proposed by Zhu & He (2002), this research synthesizes the diffusion of innovations theory 
and uses and gratification theory, combining the characters of middle-aged WeChat users, 
personal needs and attributes of WeChat together to investigate influential factors of the 
adoption and use of WeChat among middle-aged group. 
This study conducts a questionnaire survey and in-depth interviews to collect data, and 
identifies three perceived characteristics of WeChat (i.e. relative advantage, image and 
observability), and four perceived needs of WeChat (i.e. entertainment, relationship 
maintenance, information seeking and social communication). Putting these two dimensions 
into the model framework which also contains demographic variables, network experience, 
innovativeness, the statistical results indicate that the perceived characteristics of WeChat can 
significantly affect WeChat’s adoption time, while the power of prediction becomes limited in 
the regression model to predict the use level of WeChat. It turns out that the perceived needs 
of WeChat is a stronger predictive factor of level of WeChat use. In addition, as a segment 
containing so many internal differences, this research also analyzes middle-aged WeChat 
users’ differences on age, education background, gender, and income.   
This study emphasizes the post-adoption stage as well as the adoption of WeChat, 
exploring the appropriateness and specific methods of researches on innovations’ adoption. 
The researcher proposes a diffusion model aimed at analyzing interactive social media, 
providing new knowledge of innovation’s adoptionand use. Also, the investigation on 















and use sheds light on further studies on middle-aged group’s media use. 
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年和老年人群转移。其中，40-49 岁手机网民占总体手机网民的比例由 2011 年底的 7.9%
增长至 2014 年 6 月的 10.3%，50-59 岁手机网民的比例由 1.5%增至 4.0%，30-39 岁手机
网民的比例保持在 24%左右；而 10-19 岁、20-29 岁的手机网民比例则经历了不同程度
的下降。[2] 
伴随着移动互联网在我国的普及，针对移动互联网而推出的移动即时通讯（Mobile 
Instant Messenger，简称 MIM）迅速走入了我们的日常生活。截至 2014 年 6 月，MIM
在整个网民中的覆盖率为 87.1%，年增长率 15.6%；远远高过社交网站（包含 QQ 空间）
及微博的覆盖率（分别为 61.7%和 43.6%）。[1][3]腾讯公司 2011 年推出的微信是中国目前
MIM 市场上的佼佼者，在整体网民中占比 61.9%，几乎覆盖了智能手机的全部用户。[4]





微信用户中，30 岁以上的比例 高，达到 40.2%。[4]中国传媒公信力论坛 2015 发布的
《微信社会资本对集体行为影响报告》在北京、深圳两地居民中的调查发现，微信在 40





































































































MIM 具有用户粘性高、可作为其他应用入口等特点， 2010 年 MIM 市场兴起伊始
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